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“As she drives along this road called life, occasionally she will find herself a little lost and  
a little homesick. When that happens, she has to let go of the coulda, woulda, shoulda  
of adulthood, buckle up, and drive home to her Mother’s arms.” 
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PENGARUH IKLAN YOUTUBE #BARESKINCHAT VERSI #ASMR SHHHHH  
FEAT. JAMES CORDEN AND CHLOE MORETZ  
TERHADAP BRAND AWARENESS SK-II 
(Studi Eksplanatif dan Survei terhadap Viewers YouTube) 
ABSTRAK 
 
Oleh: Siti Rinda Rufaidah 
 
Penelitian ini dilatarbelakangi oleh perkembangan teknologi yang membuat periklanan 
beralih dari media konvensional menuju media sosial. Salah satu platform media sosialnya 
adalah YouTube. Penelitian ini menggunakan model AISAS (Attention, Interest, Search, 
Action, Share) dengan tujuan untuk mengetahui pengaruh iklan di media sosial terhadap brand 
awareness. Pendekatan yang digunakan penelitian ini adalah pendekatan kuantitatif eksplanatif 
dengan metode survey. Survey disebarkan kepada 400 responden yang terparar iklan SK-II 
#BareSkinChat versi #ASMR SHHHHH feat. James Corden and Chloe Moretz. Hasil 
penelitian ini menunjukkan bahwa terdapat pengaruh antara variabel iklan YouTube (X) 
terhadap brand awareness (Y) sebesar 50,3% dan 49,7% dipengaruhi oleh faktor lain yang tidak 












THE EFFECT OF YOUTUBE AD #BARESKINCHAT  
#ASMR SHHHHH FEAT. JAMES CORDEN AND CHLOE MORETZ VERSION  
TOWARD  SK-II’S BRAND AWARENESS 
(Explanative Study and Survey of YouTube Viewers) 
ABSTRACT 
 
By: Siti Rinda Rufaidah 
 
This research is motivated by the development of technology that makes advertising 
shift from conventional media to social media. One of the social media platforms itself is 
YouTube. This study uses the AISAS model (Attention, Interest, Search, Action, Share) with 
the aim to determine the effect of advertising on social media toward brand awareness. The 
approach used in this research is an explanatory quantitative with survey methods. The survey 
was distributed to 400 respondents who were exposed to SK-II #BareSkinChat ad #ASMR 
SHHHHH feat. James Corden and Chloe Moretz version. The result of this study indicates that 
there is 50,3% influence between YouTube ad (X) on brand awareness (Y) and 49.7% is 
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